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摘  要 
I 
摘  要 
中国广告业离不开中国特色市场经济的发展这一根本动力，面对日益激烈的
竞争环境，中国广告业如何紧跟中国经济而获得自身的发展，成为亟需解决的重
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II 
Abstract 
The market economy of Socialism with Chinese Characteristics is the basic 
power of the development of Chinese advertising industry. In the face of the 
increasingly competitive environment, it is really a problem that how the Chinese 
advertising industry follows the steps of Chinese economy and develops itself. This 
article has researched the relationship between the advertising expenditures and some 
macroeconomic indexes, such as GDP, using correlation analysis and co-integration 
analysis in the way of software SPSS and EViews. It can provide a valuable reference 
for the development of Chinese advertising industry. At the same time, it also can 
improve the importance of the economic effects of advertising for the whole society. 
Then, the economic effects of the advertising could be promoted. 
Through the correlation analysis, it is the positive correlation between the 
advertising expenditures、GDP、retail sale of consumer goods、total value of imports 
and exports trade 、 total value of direct foreign investments and household 
consumption expenditures. There are great correlation coefficients under the annual 
data analysis. But by the analysis of the province data, the correlation coefficients are 
weak. Totally speaking, the correlation is strong between the advertising expenditures 
and some indexes, like GDP. Through the co-integration analysis, there are two 
influence factors of the advertising industry: the direct foreign investments and the 
exports trade. At the same time, the advertising industry is also the influence factor of 
the household consumption expenditures and the retail sale of consumer goods. There 
is a long-term stabilized relationship between the direct foreign investments, the 
exports trade and the advertising expenditures. As the growing of the direct foreign 
investments, the advertising industry will keep developing further and its expenditures 
also will keep increasing. There is a hysteretic nature that the export trade promotes 
the advertising development. In short order, the export trade promotes the advertising 
industr. When the direct foreign investment and the export trade deviate from the 
long-term stabilized relationship, it is slowly adjusted from the disequilibrium 
relationship to long-term stabilized relationship. Because the Chinese advertising 
industry is not well established, it doesn’t evidently promote the development of 
GDP、the retail sale of consumer goods and the household consumption expenditures. 
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2004 年全球的广告市场收益近 594 亿美元，年增长率达到 4.5%，2000-2004 年 5
年间的年增长率达到了 2.2％。中国持续增长的 GDP 以及人口的城市化，将继续
成为该地区快速增长的广告市场背后的强大动力（参见图 1，2），预计到 2009
年，中国在亚太地区的广告市场份额将从 2004 年的 18％上升到 44％。 
 

























图 1  21 世纪初期全球广告市场收益及增长率 
 


















































图 2  中国广告市场收益及增长率预测 
  
资料来源：Datamonitor.Global Advertising. www.datamonitor.com.cn, 2005, 10. 
 
中国广告业自 1979 年恢复以来，至今整整走过了 28 个年头。这二十八年，
中国广告业经历了不平凡的发展道路，1981 年广告营业额才 1.18 亿元，广告经
营单位 1160 户，广告从业人员 16160 人（中国广告年鉴，2000，P32），而 2005
















































A = f1 (S, CA, NP)       (1a) 
S = f2 (A, CA, MC)       (1b) 
用线性表达式则写成： 
  A = a0 + a1 S+ a2 CA+ a3 NP+ e1    (2a) 
  S = b0 + b1 A+ b2 CA+ b3 MC+ e2    (2b) 
其中， 
A：自我广告        S：销售量      CA：竞争广告 




























导致市场价格偏高（Wills 和 Mueller, 1989；Rizzo 和 Zeckhauser, 1992；Tremblay
和 Tremblay, 1995）。对于纯粹性的劝服广告（Vonder-Fehr 和 Stevik,1998；Bloch










                                                        
① 在陆晓鸣等人的研究模型中， 这五种脉动策略的周期均为T，且同一脉动策略在一个周期内的变化是相
同的。均匀广告策略：在整个时区上，广告的投入率均为常数u0。广告的脉动保持策略：在每个周期内，
广告的投入率从这个周期的始点起就为常数u1，这个投入一直持续到时刻t1 (< T )，而在余下的时区内，以
常数0 < u2< u1 作为广告的投入率。广告的脉动策略：在广告的脉动保持策略中，若令u2 = 0，就是广告的
脉动策略。脉冲广告策略：在上述的广告脉动策略中，若令t1 → 0，就是脉冲广告策略。震荡广告策略：












































1929 2.1-2.4 2.0-2.3 2.2-2.5 2.7-3.0 
1935 1.7 2.3 2.7 3.0 
1940 2.1 2.1 2.4 2.9 
1946 3.4 1.6 1.8 2.3 
1950 5.7 2.0 2.3 2.9 
1955 9.2 2.3 2.9 3.6 
1960 11.9 2.4 2.9 3.6 
1961 11.8 2.3 2.9 3.5 
资料来源：McCann-Erickson, August 31, 1962; United States Department of Commerce, 1963. 
 
Blank(1963）通过对 1929-1961 年期间广告营业总额与经济总量指标的分析











































                                                        
① GNP = A+B+C+D-E 公式中 A 代表个人消费支出,B 代表私人总投资,C 代表政府支出,(D-E)代表净出口；
















































































Chowdhury 建立 VAR 模型的时候，假定最大滞后阶数为 4，而 Jung 和 Seldon 的
研究中选择了最长滞后阶数，并没有假定一个固定值；其二，Chowdhury 的
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